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本研究从 Interbrand 公布的“2005 全球最具价值品牌 100 强”和中国品牌



























This study respectively chose thirty brands from The 100 Best Global Brands 
2005 and 100 Best Chinese Famous Brands. 415 undergraduate students evaluated the 
sixty brands’ image including 27 attributes of corporate image and product image. 
Then this paper utilized discriminant analysis to compare the difference between 
Chinese and foreign brand image. 
The results indicated that Chinese undergraduate students gave a higher score to 
foreign than Chinese brand. The differences between Chinese and foreign brand 
image were brand awareness, size, influence, the proportion of overseas sales versus 
total sales, philanthropy activity, negative information, product quality, brand grade 
and technology content. Thereinto, the proportion of overseas sales versus total sales 
played a most important role in discriminating Chinese and foreign brands, 
accounting for 42.29 percent of the total discrimination. The other eight factors’ 
relative importance weights were quality accounted 14.87%, size accounted 13.51%, 
influence accounted 9.47%, brand grade accounted 7.56%, brand awareness 
accounted 4.02%, technology content accounted 3.98%, philanthropy accounted 
3.24% and negative information accounted 1.07%. 
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Keller，1990；Keller，1993；Park, Milberg & Lawson，1991)，它反映了品
牌内涵，能够为企业营销战略的发展提供有价值的管理启示（Martinez & 
Chernatony，2004）。从 20 世纪 50 年代早期开始，品牌形象就成为消费行为研
究的一个重要概念，品牌形象的解释被广泛应用到各种学术研究和实践中，从业
人员和学者一样将品牌形象视为是对实践的具体化总结，它表明了人们购买产品


















































































（Park，Jaworski & Maclnnis，1986）。 

















































能性和情感性的属性。有些模型（如 Aaker, 1995；Biel, 1996）涵盖企业、使
用者（或品牌个性）、产品三个维度，另一些模型则只侧重于产品和个性方面（如
Plummer，1985；Park，Jaworski & Maclnnis，1986；Keller,1993）。其中贝尔














内在属性如质量、性能难以评价的时候(Han & Terpstra 1988；Olson 1977)。 
已有研究中的实验产品包括两大类，一是不涉及特定品牌的产品，二是为了
                                                        












































































响对产品的评价，但评价不一(Johansson & Nebenzahl， 1986； Han & 
Terpstra,1988)，也有研究显示品牌来源国和制造国对产品评价的影响相当
（Eroglu & Machleit，1989)。而最近的研究则揭示对比制造国，消费者更看中
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